livery of content. The digital world has greatly expanded to empower people to do both. We need to be prepared to face that challenge and seize the opportunities that it presents.
ATG: Competing with Amazon, Apple, and Google seems pretty daunting. What strategies do you recommend publishers employ to survive in this "brave new world?" RP: I'm not sure that this is a simple issue of competing with the likes of Amazon, Apple, and Google. I think it is an issue of being where your customers (and potential customers) are. Some of that can be addressed through the sales channels provided by those groups, but some of it involves the publisher creating their own sales channels through things like author sites, genre apps, title sites, and apps. I don't see these as competitive, but rather alternative routes to the same thing. The other question is who will manage the monetization of social media traffic through Facebook, LinkedIn, Twitter, etc. I don't think it will always be appropriate or effective to allow a third party to service the needs of consumers in those channels, and would therefore suggest that publishers need to be there with apps, one click buying, etc. To use a buzzword, I think that for publishers to be successful going forward they will need to operate in a "cooperation" model where in some circumstances they are cooperating with these groups and others they are competing with.
ATG: Technology opens up the market to self-publishing. Even libraries are getting into the act by digitizing their archival collections. Is the self-publishing phenomenon a threat to established publishers? What other challenges do you see confronting publishers in adjusting to new technology? RP: Self-publishing can be an incredible opportunity to publishers if we first take a step back and examine who the "self" is, or can be. We often think of self-publishing as an author who creates and publishes their own original content. But, what about the person who creates a mash-up of cooking recipes from a number of different cookbooks/Websites, and then provides a copy of that custom cookbook to friend, family, co-workers, etc.? Haven't they just "self-published" a title? Doesn't that model open up new revenue streams and ways to interact with the consumer? The same can be said about professors who create custom course packs that are made up of both self-generated and publisher "owned" content.
I think the biggest technology challenge facing publishers at the moment isn't really a technical issue at all. I think it's a mindset challenge. Today's world, or more importantly tomorrow's world, requires a spirit of innovation and experimentation that is new to the industry. It's what has driven other industries during the last two to three decades, and should now become the mantra of the publishing industry.
ATG: On the flip side, what are the opportunities that you are advising your clients to take advantage of as publishing moves more online?
RP: A few things really… Take advantage of your ability to innovate and experiment. If you don't have that ability then acquire it or partner with someone who can assist, but don't be left behind.
Understand and exploit your brand. What is it that attracts your consumers to you? Is it your corporate identity, one or more of your imprints, specific products, your authors, your peer-review process, etc.? The answer is different for everyone, but the answer is key to determining where and how to invest your technology dollars.
Also, completely re-examine your interaction with the consumer or end-user. Even if your current publishing model is B2B, understanding and addressing the needs of the end-user will be critical.
ATG: What are the most effective techniques that a publisher can use to first understand, and then address end-user needs? RP: I think there are two key techniques. One is to gain an in-depth understanding of how your content is consumed in traditional containers (a physical book or journal). Is it consumed end-to-end, in small chunks, in conjunction with other content? Is it also worth considering whether that other content is produced by you or someone else? Once you have this information you can work out what your end-user likes, and what they don't like. This in-depth knowledge can then be used to formulate the model for packaging and delivery in both digital and print environments.
Another technique is to gather intelligence from how users consume other types of content, websites, music, video, etc. These are the things that shape their experiences and expectations. I think we would be foolish to ignore them.
ATG: You have said that publishers need to do some serious cost modelling. What does that mean, and how do they do it? What are the most effective strategies that publishers can use to monetize their content as they move from print to electronic delivery?
RP: I think we need to come to terms with a shift in the price point for published product, and then start to model out cost and profitability equations from there. The net result might at the surface suggest downward pressure on revenues and/or profits, however I think the digital world opens the door to new revenue streams and business models that haven't existed in the past. This could drive us back to level ground, if not into a growth model.
I think the mantra remains innovate and experiment. Finding new ways to package, disseminate, and connect your content with the right consumers by leveraging things like the semantic Web is the key to monetizing the intellectual property that has been amassed by publishers.
ATG: We don't want you to give away any trade secrets, but can you give examples of how some publishers have been or might be successful in doing this?
RP: There are some great examples out there. For instance we have a customer who has published congressional staff directories for years. Recently they've taken that content, repurposed it, and enhanced it, leveraging access to additional content and new digital delivery models. This has left them with a "new" product that provides incredible value to the customer and an expanded revenue stream for the publisher.
ATG: Are publishers moving quickly enough to adjust to this transition from print to online access? Are they taking full advantage of the new markets that mobile devices like iPhones, Kindles, tablets, and other reading devices offer? RP: No, I don't think we are moving quickly enough, but I'm also not sure what quickly enough would look like. The reality is that print still provides the bulk of the revenue and cash required to drive digital programs. I think we are at (or may have crossed) the tipping point, which means that navigating the transition from one to the other may be the single largest challenge facing publishing executives today. That said, one thing that appears very clear to me is that the consumer is hungry for the convenience, price point, and reading experience that digital (and associated devices) can provide. If there's one thing that hoW/Where do i See The indUSTry in five yearS: I think we will completely reassess what it means to be a publisher and then focus on the core competencies that are implied by that answer. Is publishing the manufacturing and warehousing of a title, or is it really about the acquisition and creation of content? Is it about the distribution of content or about the connecting of content to users where a third party (non-publisher) handles the mechanics of delivering the content itself. I think we will answer those questions in the next five years and then see an industry that looks considerably different in terms of who the players are and what role each one plays.
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against the grain history has taught us, it's that the consumer will not be denied, so publishers will need to either step up, or step out of the way. ATG: It sounds like the attrition among publishers could be fairly significant as they make this transition. Does this mean more consolidation in the industry? Won't this require that smaller publishers meet the "mind-set challenge" that you mentioned earlier in order to survive? How can they begin developing that mindset?
RP: I'm not so sure about attrition. We may find that to be the case amongst groups we've historically considered to be publishers, but at the same time, I could envision many new entrants into the business of producing content. Small publishers certainly have some challenges, but they also have the advantage of being in a position to be far more nimble. I think developing the mindset comes down to leadership and partnership. You need leaders who embrace and promote change. Change is a difficult thing, and the landscape is changing rapidly, so finding partners who can provide direction, advice, and support is imperative.
ATG:
Where do libraries fit into all of this? Should publishers bypass libraries and focus totally on the end user? Are libraries still a viable market for publishers as we move into an ever-increasing electronic world?
RP: In the same way that I believe books aren't just about paper, covers, and binding, I don't think libraries are just about walls, shelves, and ceilings. So, even if our fundamental notion of what a library is changes, we will still need the professionals, standards, and processes that have made the borrowing of content, sharing of content, discovery of content, and support of research possible. In fact, I think the proliferation of content will make this more important than ever. In my opinion focusing on the end user and working with libraries (as well as any other part of the supply chain) are not mutually exclusive.
ATG: Randy, we really appreciate you taking the time to talk to us and share your ideas on these issues.
RP: It was my pleasure.
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Rumors from page 46
Western Carolina University, has just moved to Thousand Oaks, California and Sage! The astute and on-top-of-it Elisabeth will be Market Research Analyst (newly created position) to support online product development. In her new role, Elisabeth will lead research efforts in the library market on new and emerging trends in online products. Her efforts will tap into the needs of academic librarians and help shape Sage online products to meet those needs. 
